the extent to which they liked Benetton and its advertising. The empirical findings were illuminated further through an ethnographic exploration of how the respondents viewed the relationship between their personal values and their perception of brands.
A clear directional match was found between the degree of value congruence and liking of Benetton and its advertising.
VALUES ASSOCIATED WITH BRANDS are driving consumer behavior. Value-sensitive advertising was once the sometimes envied, most often avoided, terrain of Benetton. However, four decades after the founding of Benetton, brands and companies that have been drawn into the value-sensitive domain include The Body Shop, the Smart car and other "value-expressive" brands, a myriad of service companies throughout the world, the financial sector, oil companies (which are attempting to respond to environmental concerns), and organizations such as Amnesty International, as well as the public sector with its advertising related to health and lifestyle issues (e.g., AIDS and drug abuse). Then there are the segment brands, such as organics. Further, there are many brandbased companies that need to be cognizant of the increasingly sophisticated actions and media savvy of the antibrand and anti-multinational corporation segments (e.g., see Klein, 2000) , which are often tied to value associations. It has even been suggested that Benetton may need to become more sensitive to unique cultural (read, consumer values) markets (Barela, 2003) .
In an increasingly "visual" and culturallysensitive world, the potential for miscommunication on values in advertising is quite likely. Recent traumatic events seem to be creating a heightened vigilance that results in reactions ranging from street demonstrations (such as at the WTO in Seattle) to creation of rogue internet sites. For example, it is not unlikely that the challenges faced by companies, such as Nike and Disney, are due in large part to the well-planned creation of additional, value-laden consumer attributes related, not to the products themselves, but to perceived labor practices. Thus, changes in the global marketplace, the role of values in creating brand equity, the increasing value sensitivity of consumers in general, and the increasing sophistication of organized interest groups suggest that there is a need for marketers to heighten their understanding of value-driven advertising. Solomon (1983) postulated that material goods are central to a consumer's selfexpression and communication. The symbolism embedded in many products is essential to role performance, providing "dramatic props and meaning sources" (McCracken, 2005, p. 168) , and the social nexus within which consumers are evaluated and situated in the minds of others. Arnould and Thompson (2005) , in their synthesis of research conducted on sociocultural, experiential, symbolic, and ideological aspects of consumption, contextualizes this dynamic within consumer culture theory by linking consumer level meanings (i.e., symbolism) to various levels of cultural processes and structures. The provocation is to recognize how cultural meanings, which continue to develop and evolve within historical and commercial environments, shape consumer experiences and identities as they engage in daily consumption rituals (McCracken, 2005 (p. 165) . Advertising is the conduit for transferring meanings from the cultural context to goods so that the n-ieanings are accessible to consumers.
THE ROLE OF VALUES IN THE CONSUMER DECISION PROCESS
Value systems are an important component in the consumer decision process (Kamakura and Novak, 1992; Rokeach, 1973) . McCracken (1988) subsumed values in a concept referred to as cultural principles. Although at a macrolevel the specific, operable, cultural principles may change over decades and eras, he contends that cultural principles are substantiated by consumer goods. Values are different from attitudes in that attitudes represent organizations of beliefs around a specific object or situation, and they are more abstract in nature (Kahle, 1985) . Attitudes are derived from values, which function as prototypes for behavior (Homer and Kahle, 1988) . Therefore, values justify our own and others' attitudes and behavior (Rokeach, 1973; Schwartz, 1992) , and they represent standards (prototypes) for our morality (Pollay, 1983) . Schwartz (1992) developed a universal value system consisting of 56 values (e.g., freedom, respect for tradition, and inner harmony), with each value belonging to 1 of 10 motivational types, such as selfdirection or power. Of the 56 values, 21 are identical to the values identified by Rokeach (1973) . Each value in a value system has an order (ranking) that places it in relation to other values (Schwartz, 1992) . It should also be noted that Hofstede's (1980) five cultural dimensionsindividualism/collectivism, femininity/ masculinity, uncertainty avoidance, power distance, and long-term orientationhave been used to differentiate cultures, usually a priori. Like Hofstede, Schwartz's values framework has been applied successfully to various areas of human activity, including managerial contexts, such as work (e.g., Schwartz, 1999) , but there are no known applications to consumer behavior. Sukhdial, Chakraborty, and Steger (1995) found that ownership of American, Japanese, and German luxury cars could be predicted on the basis of their importance ratings on values. For example, owners of German and American luxury cars consider both self-fulfillment and sense of accomplishment more important than do the owners of Japanese luxury cars. Aaker, Batra, and Meyers (1992) found that luxury cars, like many other conspicuously consumed luxury products, may be purchased mainly for value-expressive reasons. A study looking at motivationbased values of museum patrons revealed the prevalence of socially-oriented values, such as being with friends and family, whereas traditionally a museum visit had been linked to more individualistic values, such as education (Thyne, 2001) . In their study of the interplay between values and use of the internet, Schiffman, Sherman, and Long (2003) found that consumers who reported "self-fulfillment" as their most important value had a more positive view of the internet. Kahle (1985) suggested that effective advertising shows consumers how purchasing a given product will help them achieve their valued state. McCarty and Shrum (1993) found that values were also linked to media exposure, specifically television viewing, for a female sample. For example, personal gratification was positively related to the proportion of movies and comedies viewed by women. Cheng and Schweitzer (1996) found "modernity" and "youth" to be the only two values shared by commercials in both the United States and China. Zhang and Shavitt (2003) found individualism among the Chinese Generation-X and suggested that it may find its way into the broader coUectivist culture.
A consumer's value system is a mechanism that comes into play in a consumer's interpretation of advertising. According to several researchers, advertising messages should be congruent with the values of local culture because advertising reflects local cultural values (Belk, Bryce, and Pollay, 1985; Buzzell, 1968; Gregory and Munch, 1997; Hornik, 1980; Madden, Caballero, and Matsukubo, 1986) . Pollay and Gallagher (1990) maintained that cultural values are the core of advertising messages. Further, Reynolds and Whitlark (1995) suggested that to identify a communication strategy and advertising copy, a means-end framework-product attributes, benefits as consequences, and consumers' value networks-could be applied. Applying a means-end methodology, Hofstede, Steenkamp, and Wedel (1999) found "low fat-good for health-fun and enjoyment in life" values in four European segments.
LIKEABILITY AS A MEASURE OF ADVERTISING EFFECTIVENESS
The Advertising Research Foundation's (ARF) Copy Research Validity Project (Haley and Baldinger, 1991) , based on a sample of 15,000, found that advertising likeability systematically predicted sales. Another ARF project that evaluated 35 copy-testing measures to predict TV commercials' sales results implied that advertising likeability is the most effective single measure (Rossiter and Eagleson, 1992) . Further, Walker and Dubitsky (1994) pointed out that the more advertisements are liked, the greater the chance that they will be noticed and remembered; more likeable advertisements imply, at least directionally, greater persuasive impact. Rossiter and Percy (1996) asserted that the reason for the importance of likeability is that an advertisement must provide the positive transformational motivation for the brand by being itself regarded positively. Aaker and Stayman (1990) found that both liking and effectiveness can be influenced by many discrete factors, and that these factors and their influence toward liking are not similar for all kinds of advertising. A study conducted by Greene (1992) revealed a significant correlation between commercial likeability and persuasion, suggesting that both constructs may be measures of affect. The challenge is to identify message-and executionrelated variables that are important in influencing persuasion. Moreover, Shavitt, Nelson, and Yuan (1997) found that persuasion might be mediated by different cognitive processes across cultures. This study seeks to understand how congruence between consumers' values and the values of a brand link to liking of the brand.
CONCEPTUAL MODEL
A considerable amount of research has been done on segmentation using specific value orientations and applications thereof (Rokeach, 1973; Schwartz and Bilsky, 1990) . However, there is no cross-cultural study examining possible links between specific values (as a segmentation criterion) and values associated with advertising, and liking for a company and its advertising.
The purpose of this cross-cultural study is to examine the link between the level of value congruence (or match) between consumers' values and values associated with Benetton and its advertising, and liking of Benetton and its advertising. The conceptual model, shown in Figure 1 , illustrates the proposed link between consumers' values, value associations with the company and its advertising, and liking of the company and its advertising. 
CROSS-CULTURAL VALUE ASSOCIATIONS AND LIKING

METHODOLOGY
Context: Benetton and three
European cities
Benetton is a large, well-known company that targets segments in 120 countries; it is recognized for striving to effectively market clothes using single, often controversial, advertisements that appeal to many cultures, races, religions, and lifestyles, and for challenging consumers' values (Barela, 2003) . This study is a crosscultural Benetton study that searches for measurable explanations based on consumer values across three cities representing a Northern, Central, and Southern European culture-Oslo, Kiel, and Bologna.
Benetton print advertisements. Consumer responses to Benetton's advertising in general and three standardized color print advertisements of Benetton were collected. The proprietary titles of the three advertisements were: (1) "Angel and Devil," depicting a blonde child and a black child embracing; (2) "HIV Positive," depicting those words tattooed on a human posterior; and (3) "Sunflower," depicting a young person with Down's Syndrome. The advertisements were referred to as advertisement 1, advertisement 2, and advertisement 3, respectively, to avoid any biases that might be associated with their proprietary titles.
Measurement of values and iiking
Seven marketing academics, interviewed individually, identified 10 of Schwartz's (1992) values that could be associated with Benetton and its advertising: Equality, so- cial power, social justice, freedom, independent, broad-minded, daring, honest, responsible, and protecting the environment. These values were used in a self-completion questionnaire with the explanations provided by Schwartz (1992) . The questionnaire asked how important each value was as a guiding principle in the respondents' lives.
The 7-point Likert scale ranged from 1 = to a very little extent to 7 = to a very great extent. The same scale was used to measure the respondents' degree of association of each value with Benetton as a company, its advertising in general, and with each of the three specific advertisements. The extent of liking overall (of Benetton as a company, its advertising in general, and each of the three advertisements) was measured with a standard 7-point Likert question: 1 = to a very little extent to 7 = to a very great extent (Leo Burnett, 1990) . Back translations, as recommended by Dillon, Madden, and Firtle (1994, p. 357) , were used in the design of the questionnaires for the three cultures.
Sampie characteristics
A total of 328 usable questionnaires were collected from university-level business administration and economics students: 136 from Oslo, 110 from Kiel, and 82 from Bologna. The typical respondent in each city was a female or male student between 20 and 29 years old. This is an age group for which the product and brand are relevant. The collective individual responses to the values represent cultural values (Schwartz, 1999) .
Ethnographic narratives
The data collected via the self-completion questionnaires are supplemented with descriptive ethnographic narratives. As Barthes (1977) pointed out, "narrative is international, transhistorical, [and] transcultural" (p. 79). Narratives are included in this study to connect the consumption of advertising "texts" to lived consumer culture (Cray, 2003) . More pointedly, narratives provide a real sense of the richness of the wider social and cultural context in which consumers might seek a match between their values and that of brands in the marketplace.
A semistructured questionnaire was administered via email to Cerman, Italian, and Norwegian citizens who had characteristics similar to the sample for the empirical data. Three questions were posed regarding (1) whether the respondents thought their personal values were related to the brands they bought, (2) whether they thought their values were reflected by Benetton or in its advertising, and (3) whether they thought that the three advertisements employed in the empirical study reflected their values. All questions invited explanations for specific responses.
Narratives from nine respondents are included in this article. Responses are quoted verbatim with very light editing. (Respondents were encouraged to provide their opinions in their own words and to not worry about spelling, grammar, etc.)
RESULTS
The analyses are based on samples from three cities; however, to avoid repetition and monotony, these samples are referred to by their city names (i.e., Oslo, Kiel, and Bologna) or occasionally by their nationality (i.e., Norwegian, Cerman, and Italian, respectively). The statistical results of the analyses are organized as follows: First, means for values, liking, and ranking of these means are presented. Second, using a split sample, the ranking of values and liking of the company and its advertising are compared. Third, the discussion of the findings is contextualized by the ethnographic narratives.
Cuiturai context
The narratives provide insight to the general circumstances under which respondents perceive how their personal values are related to the brands they buy: A perceived value match draws a consumer to a brand, and a mismatch also consciously draws a consumer away from a brand or may even result in the rejection of an entire product category. Further, the latter two narratives above suggest that some consumers are actively looking for evidence of company or brand values in advertisements.
Link between value associations and iiking of Benetton and its advertising
A "match" evaluation scheme was developed to determine the degree of congruence between consumers' values and value associations with Benetton and its advertising. Only values that received aggregate means of 5 or higher on the 7-point Likert scales across the three nationalities, and that also were among the top value associations for respondents in each of the three cities for Benetton as a company, for Benetton's advertising in general, and for each of the three advertisements, were included in the analysis. The five values that met these conditions were freedom, social justice, honest, broad-minded, and equality. Table 1 demonstrates how the "match" evaluation scores were calculated, along with verbal descriptions of the degree of match and average liking scores for Benetton as a company and its advertising. Specifically, the value association scores (that is, the aggregated means within the total sample) for Benetton as a company, Benetton's advertising in general, and the three specific Benetton advertisements were subtracted from the aggregated means of the respective values to identify the "match" level. (The wider the gap, the weaker the match.)
Based on the calculations in Table 1 , we can see in Table 2 the ranking of Benetton as a company, Benetton's advertising in general, and the three advertisements in terms of the strength of the value association match with the values of the whole sample. Advertisement 1 (Angel and Devil) has the strongest value match, followed by advertisement 3 (Sunflower), Benetton's advertising in general, Benetton as a company, and finally advertisement 2 (HTV Positive) with the weakest value match. Looking back at Table 1 , it is also apparent that the liking scores match in the same direction. Table 3 goes further in the search for the explanation underlying the match between the ranking of the value match (presented in detail in Table 1 ) and the degree to which Benetton and its advertising is liked. This analysis is based on a split-sample approach; one group represents high importance placed on the top six values (freedom, social justice, responsible, honest, broad-minded, and equality), while the second group represents relatively low importance placed on these values. There are just three significant differences identified with this analysis, but still they are revealing. Although not presented here, the same split-group analysis was done for each of the three cities showing that Bologna for equality is split significantly on the liking of Benetton's advertising in general, advertisement 1, and advertisement 2. This finding suggests that the significant split in liking for advertisement 1, for the whole sample, is explained by large differences be- advertising. Norway, Germany, and Italy provided the cross-cultural context. The ranking of Benetton as a company, Benetton's advertising in general, and the three advertisements in terms of the strength of the value association match with the values of the total sample, and liking of Benetton and its advertising match in direction, as shown in Table 4 . The degree of congruence among consumers' values (across cultures) and the value associations with Benetton and its advertising, and the link to liking of the company and its advertising, suggest that when there is a disconnection between values exhibited by advertising, liking of the advertising diminishes. The ethnographic narratives support and enrich our understanding of the empirical data by bringing life to the cultural context and sociocultural dynamics that consumers interpret through their perception of the values expressed by the company and its advertisements. It is also interesting that consumers respond not only to values in advertising that match or do not match theirs, but also to the absence of the expression of values. Overall, the findings of this research suggest that there is potential for advertising to be effective when directed at consumers' value systems, assuming that liking of advertisements is transferred to the brand and buying intentions.
MANAGERIAL IMPLICATIONS
A number of actionable insights can be gleaned from this study:
1. When a consumer's values and those exuded by a brand are aligned, there is a positive carryover to liking the brand. 2. Societal and cultural forces are creating an increasing sensitivity to the values perceived to be held by organizations and expressed in advertisements. 3. Consumers recognize when there is, and is not, a match between their values and that of a company and its advertising.
4. Consumers explicitly use their values as a point of reference or framework for their consumption decisions. 5. Consumers seem to not only seek alignment between their values and consumption behavior, they also seek to avoid misalignment. Consuniers also note when the expression of values is absent. In other words, there may be a growing number of "silent activists" in the marketplace.
6. Ethnographic narratives collected in advertising research reveal relationships and discourses that are not likely to surface using other methodologies. For example, narratives can connect empirical data to the cultural context of the consumer.
Clearly, value-driven advertising based on sound empirical and ethnographic data is powerful and relevant in an increasingly values-sensitive world. 
